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Motivation
• People heavily reliant on social media for 

news
• Increased political polarization
• Media fragmentation



Motivation
On Facebook, fake 
news outperformed
mainstream news 
media during 2016 US 
General Election 
Campaign Season

Source: 
Craig Silverman, Buzzfeed



• More than two-thirds of US adults 
report using Facebook

• Steady increase in the usage of 
social media

Prominence of Social 
Media







What We Know
• Significant relationship between trust and:

– Presence of Hyperlinks to External Sources
– Type of Hyperlink (Fake News, Mainstream Media, 

Scientific Journal)
– Human Values
– Political Leaning
– Frequency of Social Media Use



How We Know
• MTurk study (N = 205) conducted in 2017
• Mock Twitter timeline with science news

– Portrait Values Questionnaire
– Trust ratings, demographic questionnaire

• Verma, N., Fleischmann, K. R., & Koltai, K. S. 
(ASIS&T 20171, ASIS&T 20182). 



Hyperlinks in Social Media Posts
• Inclusion of hyperlinks 

increases trust

• Scientific journals and 
mainstream media 
more trusted than fake 
news



Human Values
• Influence attitudes, 

behavior, and sentiment3

• Guide attitudes toward 
complex issues4

• Schwartz’s model of 10 
Basic Human Values
– Validated across many 

countries
Source: Elena Blackmore, Common Cause Foundation



Value

Hedonism

Stimulation

Self-direction

Universalism

Benevolence

Conformity

Tradition

Security

Power

Achievement
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↑ : trust increases as importance of value increases
↓ : trust decreases as importance of value decreases
↑↑↑/↓↓↓: p < 0.001; ↑↑/↓↓: p < 0.01; ↑/↓: p < 0.05
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• Values influence trust in 
social media posts

• Influence more salient 
when links to external 
references not clicked

Human Values



Political Leaning

Mann-Whitney
p < 0.05

Mann-Whitney
p < 0.01

Mann-Whitney
p < 0.05

Kruskal-Wallis
p < 0.05

Kruskal-Wallis
p < 0.05

Kruskal-Wallis
p < 0.001

Mann-Whitney
p < 0.05



Frequency of Social Media Use
Mann-Whitney
p < 0.05



The Overarching Question
What is the user experience of fake news?



Specific Research Questions
• How do people interact with content on online news outlets?
• What features of online news outlets affect their credibility and 

trustworthiness?
• Do values influence people’s interaction with online news outlets?
• Does frequent social media use improve people’s ability to 

differentiate fake news from fact-based news?
• Do users examine the URL of a hyperlink (to an external source) 

before clicking on it?



Proposed Future Work
• Experimental study in a usability lab 

environment
• Measurement of physiological responses to 

on-screen stimuli
– Eye Tracking
– Facial Expression Recognition



Proposed Future Work
• Eye Tracking

– To study relationship between cognitive activity and trust behavior
– Which visual elements users focus on and which not
– Estimation of cognitive effort applied

• Facial Recognition
– Observe valence of emotions/responses to stimuli

• Retrospective Verbal Protocol
– To collect qualitative data about users’ own experiences while 

evaluating trustworthiness of news webpages



Preliminary Hypotheses
• Long fixations on the hyperlink followed by a decision not to click on the 

hyperlink will be negatively associated with trust. 
• Participants who have negative facial expressions when fixating on a 

hyperlink, whether or not they click on the hyperlink, will have lower trust. 
• The explicit requirement to provide a trust rating will be associated with 

higher cognitive load than when just looking at the post. 
• Clicking on a hyperlink has a direct relationship with cognitive load (i.e., 

clicking is associated with high cognitive load, and not clicking is 
associated with low cognitive load). 



Learn More
• Our presentation on “Demographic Factors 

and Trust in Different News Sources”
• Monday, November 12th 14:30h



Thank You!
• Questions
• Feedback
• Contact us:

– Nitin Verma (nitin.verma@utexas.edu)
– Kenneth R. Fleischmann (kfleisch@ischool.utexas.edu)
– Kolina S. Koltai (koltai@utexas.edu)
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